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ABSTRAK 
Tujuan dari penelitian ini adalah untuk menguji pengaruh brand image 
benefits terhadap loyalty intention melalui customer satisfaction dalam 
konteks kosmetik merek Maybelline di Surabaya. Sebuah survey dilakukan 
terhadap 150 wanita yang kemudian dianalisis melalui metode Structural 
Equation Modeling (SEM) dengan program LISREL 8.70. Hasil 
menunjukkan bahwa brand image benefits berpengaruh positif dan 
signifikan terhadap loyalty intention. Brand image benefits berpengaruh 
positif dan signifikan terhadap customer satisfaction. Customer satisfaction 
berpangaruh positif dan signifikan terhadap loyalty intention. Hasil 
penelitian juga menunjukkan bahwa customer satisfaction berpengaruh 
positif dan signifikan terhadap hubungan antara brand image benefits dan 
loyalty intention. Hasil penelitian ini dapat digunakan sebagai referensi bagi 
yang ingin melakukan penelitian sejenis atau melakukan penelitian lebih 
lanjut, khususnya mengenai konsep atau teori yang mendukung 
pengetahuan manajemen pemasaran khususnya yang terkait dengan brand 
image benefits, customer catisfaction, dan loyalty intention pada merek 
kosmetik. Hasil menunjukkan bahwa pemasar harus fokus pada brand 
image benefits mereka dalam upaya untuk mecapai loyalitas pelanggan. 
 
Kata kunci: Brand Image Benefits, Customer Satisfaction, Loyalty Intention. 
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ABSTRACT 
The purpose of this study is to examine the effect of brand image benefits on 
customer satisfaction and loyalty intention in the context of Maybelline 
cosmetics brand in Surabaya. A survey carried out on 150 females and then 
analyzed by the method of Structural Equation Modeling (SEM) with 
LISREL 8.70 program. The results indicate that the brand image benefits 
positive and significant effect on loyalty intention. Customer satisfaction 
positively and significantly effect on loyalty intention. The results also show 
that customer satisfaction and a significant positive effect on the 
relationship between brand image and loyalty benefits intention. The results 
of this study can be used as a reference for those who want to do similar 
research or conduct further research, particularly regarding the concept or 
theory that supports knowledge management, especially marketing 
associated with the brand image benefits, customer satisfaction, and loyalty 
intention on cosmetic brand. The results imply that marketers should focus 
on brand image benefits in their effort to achieve customer loyalty. 
 
Key words: Brand Image Benefits, Customer Satisfaction, Loyalty Intention. 
 
 
 
 
 
 
 
  
 
